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Abstract

In recent years, experiential marketing has been proposed as a new and effective
approach to interacting with customers. This approach focuses on creating
meaningful, engaging experiences for customers while emphasizing the features
of the product or service and seeks to create sustainable value for the brand. The
present study aims to present a comprehensive model of experiential marketing
using a meta-synthesis method to identify key components and provide a
theoretical basis for future research and guidance for marketing managers. The
present study was conducted with a qualitative approach and using the meta-
synthesis method. In order to analyze and synthesize previous studies,
Sandelowski and Barroso's seven-step model was used. In this process, first,
relevant studies were identified and selected, then their qualitative data were
coded, categorized, and finally integrated to extract components and design a
comprehensive model. The analysis and integration of studies led to the
identification of four main components of experiential marketing, including
innovative value creation, subjective perceptions, identity factors, and emotional
perceptions. These components, interacting with each other, provide a
comprehensive framework for designing and evaluating marketing experiences.
The research results show that experiential marketing goes beyond providing
services or goods and plays a key role in forming the emotional and identity
relationship between the customer and the brand. The presented model can
serve as a guide for organizations in designing effective and distinctive
experiences and can pave the way for promoting customer loyalty, enhancing
brand differentiation, and increasing perceived value. This model also provides a
suitable basis for future research in the field of experiential marketing.
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1. Introduction

Experiential marketing is one of the most
effective modern marketing methods that
focuses on creating an emotional and
tangible connection between the brand
and the audience. In this method,
marketers replace traditional advertising
with creating unforgettable experiences
for customers, leaving a deep impression
on their minds and hearts. Experiential
marketing helps customers emotionally
connect with the products and services
offered by the company and, thus, choose
the products and services they need in an
easier way. The concept of experiential
marketing is based on the fact that value is
not only in the purchase of products and
services and their useful and practical
benefits, but also in the consumption
experience itself. To better understand
this concept, the present study presents
an  experiential marketing  model.
Experiential marketing is considered very
useful for businesses as it seeks to create a
positive brand image in customers' minds
by focusing on creating a desirable
experience and feeling during the
purchase process. By creating such unique
experiences, customers feel more intimate
with the brand and develop a sense of
loyalty, ultimately contributing to its long-
term success.

2. Method

Considering the extensive research
conducted in the field of experiential
marketing, this study employed the meta-
synthesis method, a qualitative research
approach that enabled researchers gain a
deeper understanding by combining,
analyzing, and interpreting the findings of
previous studies. In the present study, the
seven-stage model of Sandelowski and
Barroso was used. Similarly, after
searching in reputable domestic scientific
databases (SID, Google Scholar, Normags,
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Iran Paper, Magiran, Elmnet) and
international databases (Science Direct,
Research Gate, Emerald, Springer, Elmnet,
Magiran, etc.), 1002 relevant articles were
identified. Then, by reviewing the articles
and applying inclusion and exclusion
criteria—examining each article's title,
abstract, content, and research
methodology—84 main articles were
finally selected for review and analysis.

3. Results

After review and analysis, the coded
concepts were categorized into nine
subcategories, including differentiation,
technology, knowledge, product, sensory
components, brand factors, advertising,
emotional involvement, and event
activities, and ultimately four main
categories under the title of new value
creation, mental perceptions, identity
factors, and emotional perceptions.

4. Conclusion

Experiential marketing can achieve the
best results when it simultaneously uses
the four key elements of innovative value
creation, mental perceptions, identity
factors, and emotional perceptions.
Innovative value creation in the design of
marketing experiences increases
attractiveness and increases the likelihood
of engaging the audience's mind.
Customers' mental perceptions, such as
the information formed in their minds
about the product, product features, and
sensory  components, affect their
decision-making. People seek experiences
that strengthen their personal or social
identity, which is why brands that align
with customers' identity lead to deeper
loyalty. Many purchasing decisions are
based on emotions. Experiential marketing
creates an emotional connection between
customers and the brand by stimulating
emotions such as excitement and
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pleasure, creating entertainment, or
providing trial samples. People's minds
remember multifaceted, emotional
experiences better, and a deeper
connection is formed between the
customer and the brand. In fact, using this
approach not only increases short-term
sales but also builds long-term customer
loyalty.
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